Abstract: Small and Medium Enterprises (SME"s) was proven to increase the country economic condition due to its capability to retain the product and capital flow stay inside. SME"s tend to be more creative than the large and traditional enterprises, though the profitability may vary across segment. The rise of technology has brought the customer to be more educated related to product due the ease of information dissemination. Web 2.0 was the basic of today"s social media communication in the context of logistics, enabling the society to directly interconnected one to another. Based on this reason, this study proposed an alternative to understand the SME"s owner in adopting the use of social media for business and logistics purposes including marketing, sales, product announcement, etc. This study involved 53 respondent around south east Kalimantan. The data was analyzed by using GSCA analysis due to its ability to explore the effect amongst variable while ensuring the consistencies. The results present that all exogenous variables show a positive and significant effect, though the only variable showing non-significant effect is the performance expectancies. The greatest effect is shown by the social factor on attitude towards the social commerce.
Introduction
The popularity of social media has grown as a communication alternative in the era of digital society. This allows people to join virtual communication through social networking sites (SNS) or better known as social media. Social media has grown from personal communication to business and logistics services interactions for commercial purposes which became known as social commerce (s-commerce). The term "social commerce" was first introduced in 2005 by Yahoo! [1] .
Social commerce defined as a new stream of e-commerce that allows consumers to take action in producing content [2] [3] [4] [5] . , describe s-commerce as combining e-commerce with 74 social media. Hargadon & Bechky (2006) , state that s-commerce will enable vendors to reach different markets by integrating consumer social interactions.
S-commerce emerges as a corporate marketing strategy tools to promote the latest products, provided services and any related information. Social-commerce could be used as a collaborative media with customers to share their online shopping experiences and any information related to products or logistics services provided by the company [6] . According to Hoelzel (2004) , about $ 8.5 billion the corporate cost was spent on social networking sites in 2014 and will reach nearly $ 14 billion in 2018. The data of online buying and selling transactions in Indonesia in 2014 was recorded at 34.9 trillion rupiahs (Bank of Indonesia, 2016). This fact shows a potential market share for the SME's in the future.
The high level of competition requires the SME owners to continue to innovate, one of which is through the renewal of marketing strategy employing the social media namely s-commerce. Parrott et al., (2010) suggested that one of the reasons for using s-commerce is because the SME marketing strategy planning model is more flexible and less dizzy with complicated planning. The finding of recent studies also indicates to implement the technology-entrepreneurship [7] [8] [9] .
The importance of s-commerce in current situation has brought this study to find out any potential adoption of s-commerce in SMEs. The output of this study is expected to identify any potential factor behind the adoption of s-commerce in Sasirangan SME's. Furthermore, the studies are expected to promote an appropriate strategy in supporting the use of social commerce in the context of logistics services amongst the SME's.
To find out the potential adoption of s-commerce, the study used the technology acceptance framework known as the Unified Theory of Acceptance and Use of Technology (UTAUT) which was introduced by Venkatesh in 2003. It suggested that UTAUT could filter any related critical factors to predict behavioral intentions to use technology and technology use, especially in organizational contexts [10, 11] .
The main purpose if this study is to examine the most affecting factors in adopting social commerce in the context of logistics by using social media which the model was developed by using UTAUT model. Most of current studies emphasize the use of e-commerce and rather limited in discussing the newly emerged social commerce [1] . Furthermore the use of social commerce was mostly anticipated from the standpoint of end user (customer). Most of studies have relied on the role of trust among end-users in pursuing the merchant validity. Moreover, this study was conducted on the specific area of SME"s that produce fabric namely "Sasirangan" towards their intention to use social commerce.
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The rise of social media has recently becoming a popular topic. The recent studies have been mostly conducted on consumer sides and less taking on the business owners" side. Hajli et al , 2013 measures the consumer trust on social media and their implication on the trust amongst the social media user. Moreover, the study on SME"s was limited related to the social commerce. The existing research was mostly focusing on a wider area of information technology issues such as the ecommerce on web 1.0 [12] [13] [14] .
This research framework was built on the recent model mostly used to measure the adoption of ecommerce by using Unified Theory of Acceptance and Use of Technology (UTAUT). The recent study find that the low adoption of e-commerce was occurred due to the low trust on e-commerce performance on SME"s. This research emphasizes most of the SME owners was having low ability to reach the e commerce which reflected by the variable of performance expectancy and entrepreneurial expectation [15, 16] . According to recent studies the most relevant factor affecting the adoption of social commerce was the social factor and facilitating condition [15, 17] .
Intention to use social commerce was derived from the technology acceptance model (TAM), that has been successfully predicting an individual intention to adopt a certain information systems [18] . Another related theory was the theory of planned behavior (TPB) by Ajzen in 1989. Intention to adopt social commerce was defined as the SME"s entrepreneur to engage in social media not as a sole social media end user but rather act as a fan-page merchant [14] .
The study stated above was also indicates the positive and significant indirect effect of the four construct namely performance expectancy, entrepreneurial expectancy, social factor, and facilitating condition.
Data and Methods
This study was a cross-sectional study which used the explanatory method by quantitative in nature.
The purpose of the study was to predict the strongest factor in implementing the use of social commerce in heritage-product based SME"s in South East Kalimantan, Indonesia.
Instrument Development
The research has six logistics-based constructs: intention to use social commerce, attitude towards behavior, performance expectancy, effort expectancy, social factor, and facilitating condition. The questionnaire was developed borrowing the Unified Theory of Acceptance and Used of Technology combined with related studies in technology implementation in SME"s resulting 6 variable that consist of 22 questions. The questionnaire was measured by using 5 point Likert scale span from total disagree (1), disagree (2), neutral (3), agree (4), and totally agree (5) . The dependent variable 76 on this research was the intention to use/adopt social commerce which measures the SME"s entrepreneur to pay more on social media and their intention to promote their product through social media.
Data Collection
The data was collected through a survey conducted in the south east Kalimantan province Indonesia during January to March. Before the main survey was conducted, a pilot studies were developed involving 25 SME"s to ensure the wording and were clearly understood by the respondent. A total 98 questionnaire spread both in direct visit or sent via email. Due to the time limitation, the survey was end on March resulting 53 completed questionnaire were selected. The sample was drawn by using simple random sampling. The data was collected by using survey method by using questionnaire.
Data Analysis
The data was analyzed by using the Generalized Structured Component Analysis (GSCA) by the help of GesCA software. The method was employed due to the research purposes to explore the related model while ensuring the model consistency [19] . GSCA was the great alternative between the Covariance Based SEM (CB-SEM) with its ability to measure degree of model consistency (parametric capability) and Partial Least Square based SEM (PLS-SEM) with its ability to create a non-parametric capability for model assessment [20, 21] . Thus this research was used GSCA as the alternative for both SEM modelling or called as semi-parametric SEM analysis. The steps on GSCA were including construct development, data gathering, model fit evaluation, outer model description, inner model (path analysis) amongst construct, and results discussions.
Results
This study was analyzed by using Generalized Structured Component analysis. According to the GesCa Software running the model was analyzed by using three steps consist of Model Fit evaluation, Outer Model evaluation and inner path model that used for hypothesis testing.
According to the FIT and AFIT criteria, the proposed model is able to explain the variance for 0.639.
The unweighted least square indicates by GFI and SRMR also shows a good results shows by the GFI 0.981 (close to 1 is better) and SRMR 0.271 (close to 0 is better). Based on these results, the proposed model has a good FIT model. The outer model in this research was measured in order to shows the variance explained by the items evaluated and indicates the most important indicator corresponding to the latent variable.
According to table 2 below, all the variables show the AVE value larger than 0.7. However the largest AVE was shows by the behavioral intention for 0.796. This means that the three items of BI1, BI2, BI3 are able to explain the intention to use social commerce for 79% which the other 21%
were explained by other variable excluded in this research. shows the reliability of construct to measure the construct consistency amongst involved respondent. All of 6 variables shows a great results of reliability assessment shows by the value higher than 0.68. 
Discussion
The findings in this research suggest that the use of social commerce in the context of logistics has become an important alternative to the personalized websites as marketing tools. The use of social media as tools to promote products or logistics services are expected to help the local SME"s entrepreneur to civilized their products/services across the island or even overseas. This study suggests that the most affecting aspect in implementing social commerce was the social factor both directly to the attitude towards the social commerce and indirectly to the intention to use social commerce. This means that the social condition around the SME"s owner has a positive perception on social commerce resulting in a positive intention to adopt social commerce. Reviewing the results above, the only hypothesis that shows a non-significant effect was the facilitating condition on intention to use social commerce. This condition was consistent with the outer model assessment of facilitating condition that shows a small portion of items loading factor which mostly lies under 0.5. It can be summarized that the available IT infrastructure already reaching an equitable development resulting in the further advancement will not create a greater change towards the attitude towards social commerce.
This research suggests that the role of government is important in providing a sufficient and prevalent information and technology infrastructure across the district particularly in the area of south east Kalimantan. Government is expected to provide a supportive and reliable solution to reduce such barriers for SME"s owner while creating an ease access of information for the society.
The prevalent IT infrastructure on the other side is also able to give greater open access information to the society that may inspire the society intention to create a new small business. After all, when the IT infrastructure has met an equitable development across the province, the next step was to disseminate the use of technology for business and logistics use, particularly in the SME"s area.
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The limitation of this study was the small amount of respondent and too specific SME"s industry that may reduce the results generality across industry. The future studies are expected to use 7 Likert scale or semantic differential to better understand the respondent answer.
Conclusion
This research investigates the potential adoption of social commerce by small and medium enterprises in south east Kalimantan. In present studies, authors have used the unified theory of acceptance and use of technology (UTATUT). The constructs involved in this study was performance expectancy, entrepreneurial expectancy, social factor, facilitating condition and attitude towards smart meter. This model proposed to understand the potential adoption of social commerce in south east Kalimantan particularly on Sasirangan SME"s. According to the model assessment, the largest effect was shown by social factor which means, the current social environment near the SME"s were already use social media as one of daily activity. The indirect effect indicates the potential adoption has largely affected by the social factor mediated by the attitude towards the social commerce. Since the social environment near the SME"s has acknowledged the social media as one of daily activity, it create such believe in the society that able to changes the perception/attitude towards social commerce thus create a positive effect to adopt social commerce for their business. However, there is on non-significant relation between the facilitating condition to attitude towards social commerce. This condition happened due to the equitable IT infrastructure development around SME"s location.
